ブランドエクイティ ニ オヨボス コウコク ノ チョウキ テキ コウカ コウコクカン ノ イッカンセイ ベンベツセイ ゴウイセイ ニ チャクモク シテ by マエダ, ヒロミツ et al.
Osaka University
Titleブランドエクイティに及ぼす広告の長期的効果 : 広告間の一貫性・弁別性・合意性に着目して
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???????????F2 (68) = 192.369, p < .001, 




















???????F2 (304) = 625.958, p < .01, RMSEA 






Table 1? ?????????????????? 
?1?? ?2?? ?3?? ??? ???
?????
 ????? 0.91 -0.07 -0.03 0.55 3.81 0.97
 ????? 0.81 0.07 0.03 0.60 3.78 0.98
?????
 ????????????? -0.06 0.83 -0.05 0.45 3.19 0.99
 ?????? 0.07 0.77 0.08 0.57 3.38 0.94
?????
 ?????? 0.00 0.01 0.86 0.47 3.49 0.91








??? ???? ??? ???? ??? ????
HHH (N = 109) 4.39 (0.49) 3.15 (1.26) 3.62 (0.84)
LHH (N = 169) 2.88 (0.43) 3.20 (0.64) 3.37 (0.74)











HHH? 0.16 (0.07) 2.31 ? 2.62 ??










































Table 3 ?????????????????1??????????????? 
 
?????? ??? ??? ????
 ????????????????????????? 0.81 3.55 1.10
 ????????????????????????????? 0.81 3.97 0.89
 ???????????????? 0.80 3.82 0.87
 ??????????? 0.73 4.02 0.87
 ????????????? 0.85 3.84 0.86
 ???????????? 0.84 4.15 0.84
 ?????????????????????? 0.81 3.65 0.99
 ???????????????????? 0.85 2.92 1.00
 ???????????????????????? 0.78 3.00 1.06
 ??????????????????????????? 0.76 2.65 1.02
 ????????????????????????????????? 0.72 3.15 0.99
 ????????????? 0.68 3.32 0.98
 ????????????????????????????????? 0.86 3.69 1.16
 ???????????????????????????????? 0.86 3.60 1.15
 ??????????????? 0.91 3.54 1.15
 ?????????????? 0.84 3.62 1.03
 ??????????????????????????????? 0.83 3.39 1.06
 ??????????????????????? 0.91 3.67 1.23
 ????????????????????????????????? 0.89 3.53 1.31
 ???????????????????????????? 0.87 3.24 1.21
 ??????????????????? 0.87 3.86 1.12
 ????????????????????????????









 ????????????????????? 0.71 3.58 1.11
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Long-term effects of advertising on brand equity: 
Focused on consistency, distinctiveness and consensus  
among one brand advertisings 
 
Hiromitsu MAEDA (Faculty of human development and education, Kobe Shinwa Women’s University) 
Osamu TAKAGI (Faculty of sociology, Kansai University) 
 
Previous studies have suggested that, over the long term, advertising can generate brand equity; however, few 
empirical studies have been conducted. The present study examined the long-term effects of advertising on brand 
equity. The cumulative long-term effects of advertising were defined as the degree of consistency, distinctiveness, 
and consensus in advertisings by a single brand. Three hundred and eighty-one female participants completed a 
questionnaire on consumption behavior for various brands of foundation cream. The results indicated that, after 
controlling the influences of the advertisings’ preference, the condition with high level of consistency, distinctiveness, 
and consensus developed higher brand equity than other ones. 
 
Keywords: long-term effects of advertising, brand equity, consistency, distinctiveness, consensus. 
 
